This study attempted to verify what motivates fans to follow college sports teams' social media and identify the motivational factors that can best predict fans' social media consumption. Confirmatory Factor Analysis (CFA) indicated that previously identified seven motives for online consumption, i.e., information, diversion, socialization, pass-time, fanship, team support, and technical knowledge, are compatible with the use of college sports teams' social media. In addition, a results of multiple regression found diversion, socialization, fanship, team support, and technical knowledge to significantly predict the level of social media consumption while information and pass-time did not significantly affect social media consumption. In particular, socialization had the greatest influence on social media consumption. 
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6548 media for their public relations and marketing strategy [5] [6] [7] [8] [9] [10] [11] . College sports teams also actively use social media [12] [13] [14] . For example, although it is currently banned by the National Collegiate Athletic Association (NCAA), some college athletic departments such as Mississippi State University, Texas A&M University, and Michigan State University painted their social media address on the football field [13] . More than five million messages about games were generated by fans on social media during the NCAA men's basketball tournament [12, 14] . Many coaches of college sports use social media to communicate with their fans. For instance, Les Miles, a football coach at Louisiana State University, has reached more than 100,000 followers on his Twitter account. This demonstrates the growing importance of the social media in sport marketing and public relations. In this sense, many previous studies have actively examined the motivation for online media consumption since knowing specific motivations could be valuable data to establish effective public relations and marketing strategy driving more fans to teams' online platform.
Motivation is defined as "the driving force within individuals that moves them to take a particular action" [15:6] . In sports, previous studies have identified several motives for online consumption. Hur, Ko, Valacica [16] authored one of the foundational studies identifying online consumption motivation in sport.
They applied uses and gratification theory, suggesting consumers use media to satisfy their specific needs and gratifications [17] . This theory has been adopted by various studies from traditional media (e.g., television and radio) consumption through online consumption to identify motives, social and psychological antecedents, and behavioral outcomes [17] [18] [19] [20] . Thus, based on the uses and gratification theory, Hur et al. [16] Technical knowledge (Seo & Green, 2008 ) and learning opportunity (Cooper & Southall, 2010) Motive to obtain specific knowledge of rules and skills such as strategies and techniques from the athlete (Cooper & Southall, 2010) [ Table 1 ] Summary of motivational factors for online consumption in sports activates the social interaction between the media and users by seeking guidance from media personae or seeing media personalities as friends [26] . Through the PSI, media users have strong desire to meet media performers and be part of the media's social world [26] [27] [28] . Thus, Frederick et al. [25] found four motives such as newsgroup, modeling, engaged interest, and media use. Newsgroup falls in line with information in previous studies [16, 21] Table 1 ].
[ Fig. 1 ] Proposed structural model
Research objective
Although many previous studies have examined motives for online consumption in sports [16, [21] [22] [23] [24] [25] 29] there has been no examination of the motivating factors behind college sports teams' social media in particular.
Therefore, the following research question was 
Measurement
The survey instrument was broken down into 2 sections including items assessing motives for subscribing to social media and social media consumption. To measure motives for subscribing to social media, we adopted the Scale of Motivation for Online Sport Consumption [16] A total of 5 items were asked. All item responses were measured on a 5-point Likert scale ranging from 1 (never) to 5 (very frequently).
Data Analysis
All skewness and kurtosis values of items were assessed to check for normality of variables based on
Kline [31] 's suggestion, absolute values less than 3.0.
The reliability was assessed by Cronbach's alpha, greater than .70 [30] . A Confirmatory Factor Analysis Mean Square Residual (SRMR) (< .08) [32, 33] . After the CFA, multiple regression using SPSS 20.0 were calculated. Multiple regression is used to predict an outcome variable from several predictor variables [34] .
In this study, multiple regression analysis confirmed social media consumption was predicted by certain motives through multiple regression.
Result 3.1 Confirmatory Factor Analysis
All skewness and kurtosis values of items were within an acceptable level, with absolute values less than 3.0 [31] . The values of Cronbach's alpha ranged from .76 to .92 indicating that all items within the scale were reliable [30] . All items had the standardized loadings greater than the suggested .50 threshold [32] . 
Multiple Regression
Multiple regression was calculated to predict social media consumption by seven motives[ In spite of the fact that technical knowledge was identified as a significant motive for using professional sport teams' websites [21] and sport spectating [38, 39] , prior studies of social media consumption have not examined technical knowledge [25, 29] . However, this study found a significant effect of technical knowledge on social media consumption emphasizing the importance of technical knowledge in social media consumption study. Although this study did not ask about specific social media sites, users who are highly motivated with technical knowledge would prefer YouTube since it is the video-sharing application that already provides many different instructional video in sports and exercise [40, 41] .
Diversion is defined as desire to escape from an insipid daily life and stress through Internet use seeking pleasure and enjoyment [16] . Many prior studies verified diversion as an online consumption motive 한국산학기술학회논문지 제15권 제11호, 2014
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with similar terms such as escape or entertainment [21, 22, 29] . In this study, diversion significantly predicted social media consumption, a result inconsistent with Hardin et al. [23] 's study that did not find a significant relationship between diversion and media use. This difference could come from different online platforms as this study focused on social media while Hardin et al. [23] examined message board use.
Most message board users main purpose of using message boards was to develop social relationships and gather information rather than seeking pleasure, fun, or enjoyment [16] . Thus, it seems that users from message board could be less motivated with diversion than users from college sports teams' social media in this study.
Fanship is described as pursuing athletes' achievements and viewing them as a role model [22, 24] .
This study supported Witkemper et al. [29] 's study indicating the significant relationship between fanship and social media consumption. Witkemper et al. [29] examined one specific social media plaform, Twitter.
They suggested that fanship could be vitalized by interaction (e.g., interactivity and socialization) between fans and athletes. Therefore, several different motives are interrelated.
Based on Seo and Green [21] , team support is the motive to show support for favorite teams and athletes through the Internet. Team support was significantly related to social media consumption in this study, which is similar to previous research [23] . However, in Information has been one of the major motives for online consumption in previous studies [16, 21, 29] that is explained as "motive to get large volume of sport information and to learn about things happening in the sport world" [21:86] . Terms, such as information pursuit and newsgroup [23, 25] , can be though as similar terms to information. Furthermore, Chen and Dubinsky [43] suggested that value of information is related to reliability, quantity, access to favorite teams, and monetary worth in e-commerce. Nonetheless, this study did not find a significant relationship between information and social media consumption showing opposite result to prior studies [23, 29] . Hardin et al. [23] found a significant effect of information pursue on media use mediated by perceived value. Witkemper et al. [29] also found a significant relationship between information and social media consumption by examine the Twitter users. In addition, they suggested that 
Conclusion
This study represents one of the first attempts to identify motives for subscribing to college sports teams' social media. The current study verified that previously identified motives for media consumption, In addition, since previous studies indicated inconsistent results with this study [16, 29] , further research is needed that identify the difference across type of online platforms (e.g., Website, social media, or message board), sports (e.g., male and female sports or team and individual sports), and organisations (e.g., professional sports, college sports, non-revenue sport, international or domestic sports). A result of this study will expand the growing literature on social media in sport and offer valuable data for further research and practical marketing strategy.
